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Introduction 
Tourism is a vulnerable and sensitive industry in which peace and security are the pre-conditions. Tourism 
industry operations are interrelated with political stability and peace environment. However, some incidents 
such as political instability, terrorist attacks, or epidemics are uncontrollable factors by which tourism 
industry is directly and immediately affected. 
Terrorism -particularly Isis terrorist attacks- in Belgium, France, Germany, Turkey, USA, and many other 
countries in Asia and the Middle East; Syria war and ongoing conflicts in the Middle East; epidemics in 
several African countries; and political instability worldwide had major impacts on tourism in recent years. 
Turkey has been among the mostly affected countries in terms of its position in this crisis environment. 
Turkish tourism industry has come up against several political tensions and terrorist attacks recently. In the 
aftermath of the political tension with Russia which is the major source market for Turkey, and recently 
increasing level of terrorist attacks, the demand for Turkey has dramatically dropped. In 2016, the number 
of tourist arrivals from Russia decreased by 76%, while total number of tourist arrivals decreased by 25% 
compared to the previous year (KTB, 2017).  
Tourism crisis can be overcome to a certain degree with good management but it is necessary that the 
strategies that are created should aim to cope with unexpected events (Faulkner, 2001). This approach 
requires proactive scanning, planning and implementing strategies and assessing the effectiveness of these 
strategies to ensure continuous improvement of crisis management strategies (Ritchie, 2004). Tourism 
enterprises carry out various managerial practices as a part of human resources, maintenance, marketing, 
and governmental assistance to minimize the impact of the crises (Israeli et al., 2011). Marketing strategies, 
in particular, are mostly needed to overcome or minimize the effects of crisis. It includes strategies such as 
withdrawing from weak markets, marketing strong brands, maintaining advertising activities, finding 
alternative markets, and reducing prices (Ang et al., 2000). Moreover, if the domestic tourism market has 
sufficient purchasing power, short, medium, and long term plans can be applied by the enterprises 
(Mansfeld, 1996). According to Fleisher & Buccola (2002), reducing local market prices can also help to 
compensate decreasing foreign tourist demand. The effects of crisis are divided into two groups as short 
term and long term. In this study, the short term effects of the crisis as one variable.  
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The main purpose of the study is to explore crisis management practices of tourism industry in Turkey. 
Since there was a lack of literature, it was questioned if crisis management practices of tourism enterprises 
were different based on the operation years and business types. There were scarce amount of research 
dealing with crisis management (Faulkner, 2001; Parsons, 1996; Ritchie, 2004) and effects of crisis in the 
existing literature (Okumuş & Karamustafa, 2005; Sönmez et al., 1999). Related hypotheses of the study 
are given as follows; 
H1: There is a significant relationship between crisis management practices and the 
operation year of tourism enterprises. 
H2: There is a significant relationship between negative short-term effects of crises and the 
operation year of tourism enterprises. 
H3: There is a significant relationship between crisis management practices and the types of 
tourism enterprises. 
H4: There is a significant relationship between negative short-term effects of crises and the 
types of tourism enterprises. 
 
Methodology 
Data were obtained by administrating a structured-questionnaire survey and consisted of three parts. The 
first part examined crisis management practices of tourism industry and inquired 30 statements under five 
dimensions. The second part of the survey included negative short-term effects of crisis on tourism 
enterprises with six statements under one dimension. The scales were adapted from previous research 
(Israeli & Reichel, 2003; Israeli, 2007; Israeli et al., 2011; Perl & Israeli, 2011; Okumuş & Karamustafa, 
2005). Since the scales were to be used in Turkey, they had to be retested against validity and reliability. 
Some modifications were made in this context and statements were translated from English to Turkish. All 
items were measured on five-point Likert-scales ranging from “1 = strongly disagree” to “5 = strongly 
agree”. The last part of the survey involved basic demographic characteristics of the respondents.  
Data collection was carried out in Travel Turkey Izmir’2016 Tourism Fair and Congress, which is one of 
the leading and prestigious events for tourism market in Turkey. The fair hosted 1179 exhibitors from 38 
countries and was visited by approximately 40000 tourism professionals from 77 countries in 2016 (Travel 
Turkey İzmir, 2016). Data were collected among professionals of Turkish tourism industry (hotels, travel 
agencies, airline companies, and other type of tourism enterprises) at the event hall by research team 
between 8 and 11 December 2016.  
In total 223 questionnaires were collected, of which 219 were usable. Concerning respondents' demographic 
profile, genders of employees’ were almost equally distributed with 50.7% female and 49.3% male. One 
remarkable characteristic of the respondents’ profile was that vast majority of the sample was highly 
educated i.e. - undergraduate and post-graduate (89.5%). Regarding the operation years, it can be 
highlighted that most of the enterprises have been operating for more than 6 years (70.8%). The great 
majority of the sample worked at hotels (60.3%). Data were analyzed by using a SPSS 24 program. 
Descriptive statistics, parallel test, exploratory factor analysis, independent samples t-test, and correlation 
analysis were used to analyze the data. 
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Results 
To design an effective and a valid research, reliability and construct validity of the scales were evaluated. 
Regarding the reliability, Cronbach’s Alpha value of crisis management practices was .89, and negative 
short-term effects’ value was .80 which provided the .80 minimum standard (Nunnally, 1978). In order to 
test construct validity of the scales, Horn (1965)’s Parallel Analysis was implemented to determine the 
number of factors. In the exploratory factor analysis, crisis management practices were restricted to five 
dimensions and negative short-term effects were explained under one dimension. The Kaiser–Meyer–Olkin 
value was .82 for crisis management practices and .81 for negative short-term effects which were within 
the acceptable limits according to Hair et al. (2007). Maximum Likelihood analysis was implemented and 
factors were rotated by the Promax method. Variables of which loading rates were less than .35 have been 
taken out of evaluation so as to have the topics be presented more clearly (Norman & Streiner, 1998). 
Finally, it was found that 29 variables were formed under five factors with total variance in the rate of .55 
(Table 1). 
 
 Factor 
Loading 
Eigen-
value 
Variance 
Explained 
Mean 
Factor 1 - Maintenance  7.350 25.344 3.07 
Cost cuts by limiting services .814    
Cost cuts by postponing maintenance of the building .723    
Cost cuts by postponing maintenance to the engineering 
systems 
.663    
Cost cuts by using less expensive substitutes .650    
Postponed new investments .513    
Reduced our budget for training .503    
Extending credit or postponing scheduled payments .424    
Factor 2 - Human Resources  3.191 11.004 2.64 
Using unpaid vacation to reduce labor force .674    
Replacing high-tenure employees with new employees .665    
Increased reliance on outsourcing .601    
Increasing the number of working hours per week .575    
Decreasing pay rates .547    
Laying off employees to reduce labor force  .479    
Freezing pay rates .417    
Factor 3 - Government Assistance  2.216 7.640 3.04 
Industry-wide demand for a grace period on national tax 
payments 
.977    
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Industry-wide demand for a grace period on other 
payments 
.896    
Industry-wide demand for governmental assistance with 
current expenses 
.675    
Organized protest against the lack of government support .400    
Factor 4 - Promotion  1.974 6.807 3.80 
Marketing to foreign tourists with specific focus on the 
location’s distinctive features 
.963    
Marketing to foreign tourists with specific focus on the 
location’s relative safety 
.561    
Using social media more effective  .438    
Marketing to new segments .422    
Marketing to domestic tourists in joint campaigns with 
local merchants 
.413    
Increasing advertise in the media .386    
Factor 5 – Product & Price  1.306 4.505 3.83 
Price drops on special offers .636    
Reducing list price .633    
Marketing and promoting new products or services .530    
Checked the company’s debts .387    
Prepared future crisis plans .385    
Table 1. Factor analysis of crisis management practices 
 
The literature on crisis management practices revealed four main dimensions; maintenance, human 
resources, government assistance, and marketing (Israeli & Reichel, 2003; Israeli, 2007; Israeli et al., 2011; 
Okumuş & Karamustafa, 2005; Perl & Israeli, 2011), while in this study, marketing practices were gathered 
under two separate factors as promotion, and product & price and totally five dimensions were found (Table 
1). Lowest average with 2.64 was given to human resources practices in this study. Highest averages, on 
the contrary, with 3.83 and 3.80 were given to product & price and promotion practices, both of which were 
related to marketing strategies of tourism enterprises. 
 
 
 
 
Factor 
Loading 
Eigen-
value 
Variance 
Explained 
Mean 
Negative Short-Term Effects  2.808 56,155 3,58 
Faced difficulties paying our debts .782   3,52 
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Experienced a stressful working environment .747   3,98 
Faced difficulties in collecting loans .639   3,34 
Our costs increased .597   3,85 
Delays in services from the local authorities .590   3,28 
Table 2. Factor analysis of negative short-term effects 
Negative short-term effects were explained by five variables under one dimension with the total variance 
rate of .56 (Table 2). Tourism enterprises were mostly effected from stressful working environment with 
the average of 3.98 and increasing costs with 3.85 average. 
An independent sample t-test was performed on variables in order to determine whether significant 
differences existed between groups based on the operation years (Table 3). 
 
Variables 
Operation 
years 
N Mean Sd. Se. t Sig. 
Maintenance 
0-5 
6+ 
59 
154 
3,17 
3,04 
,97 
,99 
,12 
,08 
,83 p=,40 
Human 
Resources 
0-5 
6+ 
59 
154 
2,86 
2,55 
,90 
1,02 
,11 
,08 
1,99 p=,04 
Government 
Assistance 
0-5 
6+ 
59 
153 
3,32 
2,93 
1,02 
1,12 
,13 
,09 
2,31 p=,02 
Promotion 
0-5 
6+ 
59 
153 
4,07 
3,70 
,66 
,80 
,08 
,06 
3,09 p=,01 
Product & 
Price 
0-5 
6+ 
59 
154 
3,98 
3,77 
,62 
,83 
,08 
,06 
2,00 p=,04 
Negative Short-
term Effects 
0-5 
6+ 
59 
154 
3,78 
3,52 
,93 
1,03 
1,21 
,08 
1,72 p=,87 
Table 3. T-test of Crisis Practices Based on the Operation Years 
 
The results indicated that there was a significant difference between the operation years of tourism 
enterprises and crisis management practices. Tourism enterprises that have been operating less than five 
years have applied more practices in human resources, government assistance, promotion and product & 
price than enterprises which have been operating for more than six years. According to t-test, H1 was 
supported for these four variables with a reservation on human resources and product & price practices. 
Their significant levels were near to cutting point of p< .05 which demonstrated a slight difference between 
two groups. On the contrary, there was not a significant difference for maintenance practices. Negative 
short-term effects did not also have a significant difference based on the operation years, and H2 was not 
supported.  
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In addition, there was not a significant difference between business types (i.e. hotels, travel agencies, airline 
companies, and other type of tourism enterprises) and crisis management practices. Although business types 
were quite different in terms of working conditions, the similarities showed that the impacts of the crisis 
did not differ much in relation to business type. And there were more similarities than differences between 
the business types in their responses and views of its negative short-term effects. H3 and H4 were not 
supported here. 
Correlation analysis was implemented in order to test the relationship among independent variables. 
Regarding the results shown in Table 4, there was a positive relationship among all factors and negative 
short-term effects of crisis. 
 
Variables 1 2 3 4 5 6 
Maintenance 1      
Human Resources 0.57** 1     
Government Assistance 0.41** 0.34** 1    
Promotion 0.23** 0.24** 0.25** 1   
Product & Price 0.37** 0.20** 0.29** 0.41** 1  
Negative Short-term Effects 0.59** 0.41** 0.54** 0.29** 0.36** 1 
**Correlation is significant at 0.01 level (2-tailed) 
Table 4. Correlation analysis 
 
The highest correlation, additionally, (r = 0.57) was between maintenance practices and negative short-
term effects, and this was a positive and medium relationship. On the other hand, the lowest correlation (r 
= 0.20) was between human resources and product & price policies, and this was a positive and small 
relationship. 
 
Discussion 
This study was implemented to evaluate crisis management practices of tourism industry in Turkey. Product 
& price and promotion practices had higher mean averages when compared with other practices, which 
showed that Turkish tourism enterprises were more likely to apply marketing practices in time of this crisis 
environment. Enterprises used social media marketing more effectively which can be explained by 
requiring no extra cost. They also focused on the location’s distinctive features and relative safety to attract 
tourists. Dropping product and service prices by special offers, marketing new products and services, and 
targeting new segments were mostly used by the enterprises. Israeli & Reichel (2003) supported that 
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product and price practices such as increasing its reliance on the domestic market by offering a variety of 
package deals could be vital for tourism enterprises.  
Other practices mostly used by Turkish tourism industry were related to maintenance such as cost cutting 
policies –i.e. postponing investments, reducing building costs, limiting services, postponing scheduled 
payments and current expenses. On the contrary, human resources practices were least applied. Tourism 
enterprises were not reluctant to replace full-time employees with part-time employees and reduce the pay 
rate, the number of staff, and the number of working hours per week. Reducing the number of working 
hours is an important indicator, because tourism enterprises are reluctant to decrease number of as they will 
need it again when the tourism industry recovered (Anderson, 2006). As Okumuş & Karamustafa (2005) 
stated, these activities were more reactive and tactical than proactive and it is suggested when investigating 
and evaluating specific crises, characteristics of the business culture in the industry and a country’s national 
culture should be taken into account. 
Crisis management practices of tourism enterprises differed based on the operation years. The new 
enterprises in the market needed government assistance more than older enterprises. They asked industry-
wide demand for a grace period on national and municipal tax payments. It could be predicted that this 
crisis environment was not the first experience for older enterprises, thus, they applied less practices. 
Moreover, new enterprises applied more marketing practices such as increasing advertisement, dropping 
product and service prices, joint marketing campaigns with other companies. This might be because they 
were less known enterprises in the market and had to gain recognition and maintain their business activities. 
On the other hand, crisis management practices did not differ based on type of tourism enterprises. 
According to Blake & Sincliar (2003) and Anderson (2006) tourism crisis affects entire the industry. That 
is why the entire tourism industry is giving equal importance to crisis applications in order to survive.  
Finally, tourism crises in Turkey caused difficulties in collecting loans and credits, increased costs, led 
challenges on paying debts, created a stressful working environment, and delayed services from the local 
authorities. As a result, tourism enterprises checked their business agreements, intended to postpone future 
investments and prepared future plans for potential crisis. Negative short-term effects of crises were also 
highly related with maintenance practices, particularly with cost cutting policies, and government 
assistance. This was supported by Israeli (2007), indicating that the government support and cost-cutting 
activities were significant for combating short-term hardships.  
This research was conducted on Travel Turkey Tourism Affair in Izmir. It can be replicated in different 
destinations at different times. The study focused on the negative short-term effects of crisis, for the further 
research, the relationship between long-term effects and management practices can be analyzed. 
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